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FOCUS ON EMPLOYEE BENEFITS/HUMAN RESOURCES
OPINION

Enticing and guiding employees to using work wellness programs
By TONY DaRE
Special for Lehigh Valley Business

Typical wellness programs struggle to maintain employee participation rates above 15 percent to 20 percent.
But there are ways to
increase that number by
successfully implementing
programs and by maintaining engaged employees.
These methods include
using your insurance carrier to its fullest, surveying
DaRe
employees, providing incentives and, as managers, leading by example.
Here are five key steps for a successful and
sustained wellness campaign:

(1) ACCESS YOUR INSURANCE CARRIER’S
‘SHINY TOOLS’
Regardless of the insurance you offer to your
employees, each insurance carrier has a plethora of wellness tools available free of charge, yet
they rarely get used.
Why is this? It takes time to prepare a strategic wellness campaign and execute and measure
your results. Insurance carriers may help you
to create this plan, but the execution lies in the
hands of the company.
One of the first statistics that my firm (BSI
Corporate Benefits) measures for a new client is
how many employees have created their online
secured login accounts (with the insurance carrier). Typically, the number is less than 10 percent.

If employees don’t create and open their
accounts, they cannot access all of their free
tools and information.
If you have never had a wellness program
and want to know where to start, it is simple:
Your first wellness campaign should incentivize
employees to open their online accounts. You
have to walk before you can run.

(2) EMPLOYEE WELLNESS INTEREST SURVEY
Building a foundation for your company’s
wellness program starts with a simple but effective campaign. How do you understand what
your employees are most interested in when it
comes to wellness?
The answer is very simple – ask them. Your
insurance carriers have employee wellness
interest surveys that you can tailor and distribute to your employee population. Employees
will appreciate your willingness to understand
their wellness interests, and targeting their
interests will help keep them attracted to future
programs.

(3) IDENTIFY YOUR ‘WELLNESS CHAMPIONS’
Every organization has individuals who do
all the right things with regard to their health.
They eat right, exercise and don’t smoke. As an
organization, you cannot maintain a successful wellness program without identifying your
“wellness champions.”
Identifying and recruiting your company’s
champions can be done through your employee
surveys or as a separate campaign. These indi-

viduals are crucial to any successful wellness
program, as they are an organization’s eyes and
ears on the ground.
They talk to other employees, eat in your
lunchroom and know the challenges that exist
with regard to carving out time to achieve
results. Essentially, they are your “boots on the
ground” to get the word out.
The bigger your company, the more of a
challenge it is for your human resource department to maintain a successful wellness campaign, and you certainly cannot rely solely on a
few fliers from your insurance carrier’s tool kit.

(4) TOP-DOWN LEADERSHIP COMMITMENT
Having C-suite top-down leadership is vital
to any successful wellness program. If you are
an executive and desire a successful wellness
program to help employees and lower insurance costs, it starts with you. Park in the spot
farthest from the building, take the stairs and
be the first in line for every wellness initiative
that you roll out.
Top-down leadership on wellness includes
three key items:
• Your participation.
• Allowing employees to participate on company time.
• Financial support by way of incentives.

(5) INCENTIVES AND VALUE-BASED BENEFITS
Incentives are essential to driving participation in any successful wellness program. To be
healthy is not enough of an incentive for the

Tuesday, May 21, 2013

This is your once-a-year opportunity to showcase
your business to the 23,500 readers of Lehigh
Valley Business - the decision makers of our region.

Business
Profiles

(8:00 a.m. - 1:30 p.m.)

Holiday Inn Conference Center

7736 Adrienne Dr., Breinigsville, PA 18031

Lehigh Valley companies “telling their own story
in their own words” is what makes Business
Profiles so unique. Your story will be a collaborative
effort between you, a professional writer and a
photographer. Your story is yours to keep in PDF
format to use as marketing collateral.

A LOOK INSIDE LEHIGH VALLEY BUSINESSES

AN ADVERTISING SUPPLEMENT TO LEHIGH VALLEY BUSINESS | 2012

h Network

iversity Healt

St. Luke’s Un

LUKES
18015 | 866-ST

| www.slhn.org

Deeper
Education, a e
Car
mmitment to
A Deeper Co to the Future of Health
Commitment
801 Ostrum

em, PA
St. | Bethleh

The Wescoe Sch
2400 Chew St. |
Allentown, PA

ool of Muhlenbe

18104-5586 |

484-664-3300
to St.
Valley, thanks
in the Lehigh
playing an
has a bright future
And with education special
edical education
Health Network.
should take
Luke’s University
care, patients
be they
future providers,
vital role in health
increasingly
ent to training
Luke’s commitm
comfort in St.
unveiled
professionals.
with a new name, netor allied health
ent to education
in the
doctors, nurses
ed its commitm
is deeply ingrained
St. Luke’s underscor represented by that name
mission
The
St.
in February.
William Estes,
1881, when Dr.
the newest
work’s culture.
St. Luke’s since
instruction in
been a part of
-chief, offered
Training has
sly operating
dent and surgeon-in
the oldest continuou
Luke’s first superintenSt. Luke’s also is home to
s.
surgical procedure
nia.
in Pennsylva
nursing school
annually hosts
Today, St. Luke’s
more
students from
and serves 10-plus
more than 1,000
s. More
six hospitals
and universitie
Network includes
,
than 20 colleges
University Health
network’s physicians
”
Above: St. Luke’s
than 100 of the
nearby
a real advantage.
at
states.
as faculty
Martin said. “That’s
counties in two
meanwhile, serve
.
in our programs,”
The network
medical schools,
that have been
the next generation Last year, the network
ty at St. Luke’s.
in Lehigh,
universities and
as they train
the best physicians will find plenty of opportuni
to St. Luke’s.
The
a range of services counties
own skills sharp
is especially close
keeping their
Those physicians
other sites offering
School of Medicine.
and Berks
medical schools
and dozens of
Montgomery
Temple University the next three years in
One of those
are a hospital
for
campus of The
includes six hospitals Carbon, Schuylkill, Bucks,
ia, will study
a Bethlehem
rs and
The latest additions
Monroe,
Jersey.
Philadelph
ton,
practitione
in
New
helped launch
in
fall
nurse
Hospital in
Northamp
County
and recruiting
who started last
.
as St. Luke’s Warren Campus, which
nia, and Warren
of physicians
first students,
also is training
in Pennsylva
joined the network
The network
supplement those
for
Hospital-Anderson
rg, N.J., which
the Lehigh Valley. whose advanced skills can
across the board
center, St. Luke’s
in Phillipsbu
quality
medical
of
bar
a 108-bed
ent at St.
physician assistants, to education raises the
specialists to
February, and
November.
ent
to bring more
for network developm a variety of
Bethlehem in
“Our commitm
Health Network
by side, in
senior vice president
not be able to
opened near
Bob Martin,
working side
St. Luke’s University
e hospital might
and students
patients,” said
Growth enables
A small stand-alon
ent for care.”
you have teachers
ies, Martin said.
Luke’s. “When
exceptional environmfuture of health care in the
as a larger network. he said, “as well as the
its communit
,”
are creating an
ng the
in the same expertise
disciplines, you
are safeguardi
and other health
selection of physiciansand technology.”
justify bringing
al efforts also
St.
from a wider
shortage of doctors
in facilities
The education
physicians locally,
“Patients benefit
of a looming
have to invest
said. By training
Studies warn
ic Oath.
resources we
Lehigh Valley.
the Hippocrat
this decade, Martin
Above: Debra
greater financial
retain
Watts,
after they recite
by the end of
in the region
professionals
us to recruit and
Muhlenberg College. left, is a senior manager at
more will stay
KNBT, a division
action, allowing
Sigrid Rhea, right,
of National Penn
Luke’s is ensuring opportunity to see them in
is a recent graduate.
Bank, and coordinator
the
She
“We also get

M

Special Thanks to our Premier Sponsors

Tony DaRe, agency principal of BSI Corporate
Benefits, has more than 17 years of health insurance experience. BSI, whose clients average 60
percent participation in wellness programs, represents more than 100 clients and specializes in
group health insurance, dental, vision, life and
disability. He can be reached at adare@bsicorporate.com or 484-821-1300, ext. 201.
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Remember that any successful wellness program needs leadership, as well as real support –
not just links to a website – from a knowledgeable insurance agency/benefits consultant.
HR departments already are shrinking in size,
so lining up all the pieces to gain high participation in wellness is a difficult task. You pay for
this support every month when you cut a check
to your insurance company; demand better.
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majority of employees.
The most effective incentives are bikes, Wii
Fits, Xbox Kinects, gas cards and yearly gym
memberships. However, by conducting your
employee interest survey, your employees will
identify the items that will encourage their participation.
If possible, work with your insurance agent
and/or insurance company to implement valuebased benefits as part of your employee benefits
programs. Value-based benefit designs are built
right into the insurance plan and can offer
employees lower premium contributions and/or
lower out-of-pocket costs (deductible/co-pays)
for participation in wellness programs.
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